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Introduction 


By now you have probably used PrintMaster,* or similar graphic-design 
program, to create silly signs, personalized stationery, unusual calendars, ban- 
ners, and cards for all kinds of holidays and special occasions. If you are really 
adventuresome, you may have discovered that this is just the beginning. With 
a dash of ingenuity and a smattering of creativity you can make notepads, news- 
letters, ads, posters, window signs, invitgtions, handbills, and much more. 

For example, with a pot of glue, a pair of scissors, and PrintMaster you 
can mix several different graphics on the same sign or card. With a copier you 
can duplicate graphics and superimpose one image on top of another, as well 
as enlarge and reduce images. In the pages that follow I will show you how to 
use PrintMaster with a word processor to create newsletters and ad copy; to 
add color to a card with crayons; and to create spectacular designs with transfer 
letters and colored paper. And the more you experiment, the more ways you 
will discover to use PrintMaster. 

Best of all, PrintMaster is for artists and nonartists alike. You do not need 
a degree in fine arts to be creative with PrintMaster. The program takes a lot 
of the guesswork out of graphic design, but mistakes can still happen. Perhaps 
you have noticed that some of your creations turn out better than others. One 
design seems to work, another just never comes together. The reason is that 
graphic design, like any discipline, is governed by certain rules and guidelines. 
If you are an artist, you can probably diagnose your design errors and correct 
them. If not, you may have to rely on trial and error and instinct. Or you can 
read this book and learn some of the tricks of the trade that help professional 
artists and graphic designers in their work. 

A great design is the combined product of such artistic elements as balance, 
harmony, originality, color, the right typeface, pictures that suit the theme, 
and more. To show you what I mean, here are four designs. Each has a flaw 
that prevents an otherwise good idea from working. Can you identify the problem 
in each? 


* Although I refer to the PrintMaster program throughout this book and created my 
examples using that program, the design tips are applicable to other software, such as The 
Print Shop, The Newsroom, Writing Wizard, and The Card Shoppe. 
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Answers: 


1) Too many different type styles on one page. Go to chapter 1. 
2) Border conflicts with the theme of the design. Go to chapter 4. 


3) The design is badly balanced. Go to chapter 2. 
4) This is a very boring layout. Go to chapter 2. 


If you had trouble identifying any of the flaws, don’t worry. You will learn. 
The Creative PrintMaster will show you how to avoid making this and other 


design errors. 


If you answered all four questions correctly, congratulations. You are either 
a professional graphic artist or you have a good instinct for design. But in either 
case do not put the book down. Continue reading, because many other subjects 
are covered—such as color, modern layout techniques, newsletter design, and 
stationery letterhead design. You will also find many unusual applications and 
design ideas to fire your imagination. So whether you are a budding PrintMaster 


designer or seasoned pro, this book is for you. 


And now, before we get started, here is a list of some of the many ways you 


can use PrintMaster. You can create 


school newspapers 
homecoming banners 
wine lists 

business stationery 
get well cards 

note paper 

club newsletters 
clubhouse signs 
carpool calendars 
party invitations 

for sale signs 
promotional literature 
community theater handbills 
cake sale signs 


bon voyage banners 
birth announcements 
greeting cards 
personal stationery 
party calendars 
advertising handbills 
recital programs 
business form letterheads 
daily events calendars 
advertising bulletins 
award certificates 

ads 


sale banners 


Elements of Design 
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Putting Words Into Type 


Selecting type is like trying to pick a diamond from trays and trays of 
beautiful stones. How does the untrained eye choose? With a few exceptions 
all the samples look like real gems. But just as the jeweler learns to identify 
the right stone for the right setting, the typographer can select a typeface. Of 
course, you cannot expect to become an expert overnight —or even in a week. 
Professional typographers spend years—even lifetimes— studying and collecting 
styles of type. 

Still, there are a few rules that will make the selection process easier. Even 
if you restrict your selections to the eight PrintMaster fonts, you need certain 
basic information. 

But before going on, here is some terminology you need to know to under- 


stand typography: 
A family of type refers to all the styles or weights (italics, condensed, 
outline, light, medium, bold, black) within a typeface. 


A font is a collective term for all the characters (letters, numbers, and 
punctuation marks) available in any particular member of a type family (such 
as Helvetica Bold). 


Point is the standard unit used to measure type. One point is about 1/72 of 
an inch. For practical purposes, text will usually run between 9 and 12 points 
and display heads between 16 and 72 points. 


Serif refers to the small decorative stroke in typography that is placed on 
the ends of the body of a character. The stroke is usually horizontal. This book 
is set in a serif typeface. 


Sans serif refers to typefaces without the serif. 


Hundreds of typefaces have been created over the years, and new 
ones appear all the time. You will have fun poring over the books 
of type styles. When designing newsletter mastheads and stationery 
letterheads you may select from some of the more unusual decorative 
faces. But when selecting text type you will find that you quickly 
limit yourself to a dozen or so faces and usually rely on two or three 
favorites. 

Here are some popular typefaces. They are available at most 
typesetters as well as on dry-transfer letter sheets, which you can 
buy at most art stores. 
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Here are the eight PrintMaster fonts you can choose. I have noted 
a few suggestions beside each font that may help you decide when 
it is appropriate for a particular design or theme. 
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Selecting type 


The first rule is to confine your design to one family of type (two at the 
most). The first design below combines several different typefaces. It looks 
jumbled, confused, and takes your mind off the subject of the design. Compare 
this to the second example. It is more orderly and unified. Not only is it more 
appealing, but it does a better job of delivering the message. 
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Restricting your design to only one typeface does not necessarily condemn 
your message to being boring and plain. Far from it. Graphic artists have 
several tricks for making even one family of type look exciting. Mix upper 
and lower case characters, for example, and bring a little drama to simple text. 
But be careful not to overuse the capita! letters; they can be hard to read. 

The capital letters in PrintMaster’s DeVille and Scribe fonts are particularly 
hard to read. 
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Draw from the variety of styles within the type family. If you are using 
typesetting or transfer lettering, you can select different weights (bold and 
light), styles (italics and roman), and spacing (extended and condensed). 
PrintMaster lets you choose between normal, outline, and three-dimensional 
styles. However, since most of the PrintMaster faces have a comparable face 
in transfer lettering, you could add the italics, condensed, light, and bold styles 
as needed, as well as different point sizes. 

Use the bold and extra black styles carefully. Scattering small amounts 
of dark type around the page can make your design look blotchy. Similarly, 
mix with care when combining PrintMaster’s outline and solid styles or Office 
and DeVille fonts. Reserve emphasis for the most important word or phrase. 
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Perhaps a safer technique is to use size to emphasize a word or words. 
PrintMaster gives you two sizes to choose from—small and large. But with 
the help of a copier you can enlarge and reduce to get more variety. Again, try 
to limit the number of different sizes to two or three. Even a good trick can 
be overused. 
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Now that you have learned how to get variety and excitement out of one 
type family, I can tell you a secret. It is all right to break the first rule of type 
harmony — provided you have a good reason. Sometimes, you will want a word 
or group of words to really stand out. You want to make the disparity obvious. 
That is when you should change typefaces. But mix with caution. Use com- 
binations that do not clash or compete for attention. For example, combine 
a simple font like Office with a fancy font like Hampton or Computer. Do not 
mix Scribe and Hampton. The reason for mixing faces is to emphasize some- 
thing. When both faces are equally dominant it is hard to tell what is being 
emphasized. 

When selecting from the PrintMaster typefaces, Office and Times will go 
well with most other faces. However, I personally prefer to pair Computer with 
Office instead of with Times. 
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Putting the type on the page 


While variety in type size and style is important in the battle against boring 
copy, you have an even more powerful weapon at your disposal —layout. I am 
referring to the placement of words and graphics on a page. A jazzy layout can 
bring even dull, plain, and uninteresting text to life. (Since this chapter is about 
type, [ will emphasize the placement of words and leave graphics to the chapter 
on layout.) 

Although your layout should be dramatic and daring, it is still subject to 
rules and guidelines. These are not meant to stifle your creativity, just to give 
it some direction. The key is harmony. A good layout is a function of harmony— 
type style that suits the subject and is positioned in balance with itself and 
other elements of the design. Some designs may require you to deliberately 
upset the balance or even to scatter words randomly about the page. But the 
absence of order and balance must be a planned digression. 

Here are some ways to create harmony in your word placement: 
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Take advantage of available space. Type should fit the size of the paper. 
It should look like it belongs on the paper and not appear awkward or out 


of place. 
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Short headlines are usually best. When your display lines are longer than 
one line, you might place them so that they create a dramatic effect or pattern. 
A popular technique is to set up headlines with alternating long and short 
lines. This layout is both pleasing to look at and easy to read. Position your 
longest line of type at or near the top of the page. 
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The inverted pyramid is another good layout technique. It subconsciously 
directs the reader’s eye to a particular piece of text or illustration. Avoid the 
upright pyramid because it leads the eye off the edge of the page. 
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The geometric or block layout of display lines is fine, provided it is not 
forced or artificial. Because it is difficult to get type to work naturally into 
a square or rectangle, you will seldom see this layout. If the copy does not fall 
naturally into a block, try another layout. 
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Using display and text type together 


The PrintMaster type is large and designed for display heads. If you want 
to add a block of text to your design, use a typewriter, printer, or typesetter. 
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The trend in text is toward ragged right settings, in which the right edge 
of the copy is not aligned. It looks less formal, in keeping with modern layout 
styles. It is also considered easier to read since fewer words are hyphenated. 

In order to get justified type to align properly, the typesetter or word processor 
must adjust the spacing between words. This often causes uneven spaces 
between words, which can be annoying to the reader. The word processor 

is the worst offender, creating the most irregular spacing. 
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Type quiz 


Selecting the right type for a design is more than just getting words down 
on the page and spelling everything correctly. Here are some common problems. 
Can you figure out what is wrong in each of the following? Hint: Do not be 
surprised if one of the examples looks all right. 
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Answers 


1) The type does not suit the subject. The western font is too rustic for 
a formal dinner invitation. 
2) With so many sizes of type on the same page, the reader may get seasick. 
3) This example is blotchy looking. Too many words are in boldface. 
4) I forgot to read the message; I was too busy noticing all the typefaces. 
I count five different fonts on one page! 
5) This one is fine. Do not change a word. 
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Laying It Out With Style 
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Ours is a highly overcommunicated society. We are bombarded on all sides 
by material to read and look at— posters, signs, books, newspapers, magazines 
... even the television screen has text. With so much information vying for 
our attention, it is no wonder that graphic design is so important. You only 
have a few seconds to capture someone’s attention and convey your message. 
The more skillfully you can do this, the more success you will have marketing 
your product or service— whether you are promoting a dance club’s cake sale 
or a new word-processing business. 

Selecting type and artwork are only the first steps in creating a memorable 
design; you need to decide how to lay all the elements out on a page. Do you 
want a headline or a graphic to receive the most attention? Will the text balance 
the graphic? Are the darks and lights balanced? Is the design interesting? Will 
the layout catch the casual viewer's eye? These are just a few of the questions 
you will have to ask and answer when trying to create a good design. 

Before you start positioning art and type, spend a few minutes thinking 
about your design. What is its purpose? What message are you trying to 
convey? Is it serious or silly, funny or frightening, important or frivolous? 
Whether your design is for ad copy, a sign, or a greeting card, it has a message. 
Get this firmly in mind and the rest will be easier. 

So far, so good. Now comes the fun part—or the hard part (depending on 
your point of view). Look at that blank piece of paper. There must be an infinite 
number of ways to place your design elements on the page. Which one do 
you pick? 

Fortunately, there are a few rules and guidelines that the pros use when 
designing a page layout. You can apply the same rules to your PrintMaster 
creations. These tips will get you started. You will still have plenty of room 
to express your creativity, but at least your design will be balanced, have 
harmony of tone, and appear pleasing to the viewer. 
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Page proportions 


Balance is very important to design, and it starts with the page proportion. 
Certain proportions are more pleasant to look at than others. 
A square, for example, looks all right, but is rather ordinary. It lacks pizzaz. 


Some shapes are too short and fat; others are too tall and thin. 


The 2 x 3 oblong is a good choice, especially for posters and signs. But 
the best shape is the 3 x 5 oblong, often called the Golden Oblong. 
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Any size piece of paper can be transformed into a Golden Oblong. Simply 
start by dividing the width into three equal units. Multiply one of those units 
by five and you have the length. 
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After setting the size and proportions, you need to locate the paper’s focal 
point. This is a point slightly above the true vertical center of the page, which 
is sometimes called the Line of Golden Proportion. Think of it as an imaginary 
line 3/8ths from the top of the page. Because this is the first place the casual 
viewer will look, position your most important text or graphic so that it 
straddles this imaginary line. 
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Balancing units on the page 


Balancing two pieces of art is as easy as balancing two weights on a seesaw. 
The heavier an object the closer you place it to the fulcrum or center. The 
same principle works in graphic art except that you have more elements to 
consider — size, color (dark vs. light), text. and graphics. You will come up 
with formulae for balancing designs that are similar to these: 

] large graphic = 2 small graphics 
1 large graphic = 1 small graphic + text 
dark (heavy) type = art + light type 
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Once you have decided how to balance the elements, you need to find the 
center of the page. You do not want to use the true center of the page. An 
optical illusion makes this point appear below center. Rather, you should locate 


an imaginary line just slightly above true center. You do not need to measure, 
just sight it by eye. 
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So much for the rules. Now use your own sense of style to position the 
graphics and type on the page. PrintMaster will give you some help. You can 
position the graphics according to the staggered, tiled, or custom layouts. You 
will probably use custom layouts for most of your designs. 

According to the conventions of traditional balance, elements should be 
laid out symmetrically. Every item placed on one side of the imaginary center 
line should be matched with a similar item on the other side. Here are some 
examples of bisymmetrical division. 
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A symmetrical layout is all right if your design requires an orderly, quiet, 
dignified, and stable look. You might use it on a design for a bank, law firm, 
or medical group. However, you will probably agree that it is also boring. 
Modern layout calls for something slightly less formal and a lot more exciting 
and energetic. Here are the same design elements used in a modern layout. 
Although they appear balanced on the page, they are not symmetrical. 
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When you have several elements to lay out on a page, the problem of 
balance may seem a little more difficult. In fact, it really isn’t. Just divide 
all your elements into two equally weighted groups and begin experimenting. 
You will probably find several designs that have the right sense of balance, 
look good, and have the proper emphasis. Here are some examples. One thing 
to remember when working with a lot of text and graphics is to keep the text 
from being broken apart too much. 
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Controlling eye movement 


The point of a powerful layout is to be able to control the eye movement 
of your reader. First you attract their attention and make them look at your 
work. Then you entice them into reading more. Normally, the eye moves across 
the page this way, stopping to look only at the focal point. 


But with a second grouping of large or dark copy at the bottom of the page, 
you can force the reader’s eye back across the page. The eye focuses on the 
art and text at the bottom of the page. A good designer takes advantage of 
this power to put important information in the two spots where the eye is 
sure to focus. 
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Modern layout 


As I have already mentioned, today’s fast-paced society affords you little 
time to catch a reader’s attention. Therefore, to compete, the good design 
should have three elements. These are: 1) a novel approach, 2) simple format, 
and 3) readability. This is true regardless of the medium in which you are 
working. Whether designing a party invitation or a wine list, you must con- 
centrate on selling something to an audience. This is the reason most designers 
have eschewed conventional rules of symmetry in design in favor of the modern 
layout. The following examples of wine-list covers will help you see the selling 
power of modern layout. 
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Now, let's look at the elements of modern layout. This way you will learn 
how to apply them to your own designs. We can start with the type. In modern 
layout, type is usually very easy to read. Headlines and display type are often 
set in sans serif, although a simple serif is perfectly acceptable. Designers avoid 
the conventional tricks, such as inverted pyramid display heads or alternating 
long and short lines, in favor of simple geometric blocks. Notice that the blocks 


of type are placed off center. 
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Designers working with modern layouts look at the whole design as a 
shape. A reader’s subconscious is likely to see the design as a whole, so the 
designer who makes an effort to create an interesting or pleasing shape will 
be more successful. As mentioned earlier, the shapes should be simple and 
geometric. 
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Let your design touch the edge of the paper. This technique divides the 
white space into several smaller shapes. It is also another way to escape from 
the conventional formula of having text and graphics floating around a page. 
When you are using a border, make your artwork touch the border rather than 
the paper's edge. If you have trouble getting your PrintMaster designs to touch 
the edge of the paper or the border, simply cut and paste them. 
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Instead of always relying on pictures for graphic relief, try using blocks 
of color or texture. The tint blocks, as they are called, help you create simple, 
uncomplicated designs. The reader can take in the image quickly. 

You can create your tint blocks with paint, markers, overlays of colored 
paper, and even with PrintMaster. Try printing out a whole page of any of the 
eleven textured graphics in the PrintMaster Art Gallery (such as gray dots, 
swamp, or wavy lines). You can then cut this sheet into geometric shapes and 
paste them on your design. Better still, edit one of these textured graphics with 
the Graphic Editor. Change a square block into a triangle or wedge of texture. 
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Put your graphics to work. Instead of just putting a picture on the page 
because it looks nice and fills up the empty space, use it to draw attention 
to important text. If there is a name or date that you want to make sure the 
reader sees, use a pointer. Arrows and pointing fingers are obvious devices. 
Pencils, pens, and canes also make good pointers. I found several PrintMaster 
graphics that work. You might have to use the Graphic Editor to alter them 
slightly. Sometimes you will want to erase a background or part of a design. 
Other times you will need to flip the graphic so it points in the opposite direction. 
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The step and repeat layout is very common these days. As you repeat text 
and graphics, you may alter the graphic slightly with each generation, or use 
a series of colors or textures. Try making the design run right off the page. 
Or vary the weight of the type. You will have a lot of fun being creative with 
the step and repeat pattern. 
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Remember the harmony 


Although modern layout helps the creative designer sidestep many elements 
of conventional layout, this form is not completely free of rules. Balance, for 
example, is still important. The layout is just not symmetrical. 

Harmony is also important to modern design. The light and dark tones 
should blend together and not look spotty. You want to attract attention, but 
you do not want one very dark object to completely overpower everything else 
in your design. For example, you may decide to start each block of text with 
a large initial letter. If you make that letter too dark, your readers will not see 
the rest of the copy. 


The artwork in a design may be particularly powerful. Rather than tone 
down the art, make the type a little bolder than usual. 
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Grid layout 


Even with all the rules and suggestions you have read to this point, you 
may find the art of layout somewhat overwhelming. If you feel that you are 
not quite up to soloing and creating a design completely on your own, try 
working with a grid. This is a geometric pattern or template of columns and 
rows used to bring order to a potentially chaotic layout. 

In other words, you just superimpose the grid over a piece of paper and fit 
your graphics and text into the boxes. Working with a grid can simplify your 
design problems, but be careful. The grid can also become a crutch, and it can 
discourage your creative impulses. 

The first thing you need to do is decide on the number of columns you 
want on the page. You will find odd numbers create more interesting and 
flexible grids. 
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Second, set the width of the margins between columns. 


Third, draw a series of horizontal lines to divide the columns into equal 
sections. You can have a different number of horizontal and vertical lines. 
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Once you start experimenting with the grid, you will see that it is more 
flexible than it first appears. For example, you can combine two or more boxes 
to accommodate a large graphic. Or you can divide a box into a couple of 
smaller boxes. 
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Depending on your needs, the grid can be either visible or invisible. Many 
layouts created on a grid do not look like grid designs. You might be surprised 
by some of the work produced with a grid. 
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Once you become really comfortable using the grid, you will find many ways 
to break from the mold. This is fine, as long as you have a reason for what you 
do. Departures from the basic grid should not be merely accidental. 
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Layout quiz 


Here are five attempts to combine type and art into an acceptable layout. 
With one exception, they fall short of the task. Can you pick the one layout 
that works and identify the problems plaguing the other four? 
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Answers 


1) This a good example of modern layout. It is dramatic and interesting, and 
still exhibits balance and harmony. 

2) This one lacks tonal harmony. The type is blotchy looking, and the art 
overpowers the text. 

3) There is no balance in this layout—conventional or modern. 

4) The display text is important and should be in the focal point. Instead it 
is in the true center of the page; the worst location. 

5) The grid has an even number of columns, making this layout look too 
conventional. 
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Ruling Your Designs 
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I have been writing about a lot of rules: rules for selecting type; rules for 
establishing balance; rules for creating design harmony. This chapter is all 
about rules for using rules. In graphic design the word rules refers to the 
horizontal and vertical lines used in so many designs. 

For such an inexpensive and simple design element, the rule is remarkably 
versatile. You can use rules of varying length or graduated width. 
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You can run all the rules horizontally, or vertically, or even run them in 
both directions at the same time. 
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Connect a set of rules to form a box. 
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Using rules with PrintMaster 


PrintMaster does not have a rule function, except for the horizontal line 
that separates the stationery letterhead from the writing area. Still, you can 
work rules into designs. Just plan where you want a line or lines. Later, draw 
them in with a technical pen. You can also use dry-transfer rules. 

If you decide to draw the lines, I suggest that you make the original line 
slightly longer than necessary. Any blobs or smudges will probably occur as 
you apply the pen to paper or lift it up again. Use your utility knife to scratch 
off the ends of the line, or cover them with correction fluid. The resulting rule 
will look sharper and neater. 
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Rules for using rules 


The rules for using rules are not really rules at all. Rather, they are guides 
and suggestions for using the lines. They will give you a good idea, however, 
of the many ways you can put rules to work in your designs. 

Rules can organize space, define edges, and enclose copy. 
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Rules can separate disparate concepts within one design. Use heavy lines 


for this application. 
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Rules can emphasize certain elements by isolating them from the rest of 
the design. 
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Rules can emphasize elements by creating contrast with dark and light 
lines. You could even use colored rules. 
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Rules can emphasize by underscoring or overscoring words. 


Oe toate Ludeesceringy 
ANS’ Cvees<ce' inst 


Rules provide a decorative element to a design. If you use lines of graduated 
thickness, put the heaviest line near the paper’s edge. The rules will serve as 
a pointer, drawing the eye into the design. 
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Rules separate categories of information. You can delineate elements in a 
table or chart. 
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Rules link parts of a design that might be separated by white space. Most 


of these are vertical rules. 
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Rules give motion to art by directing eye movement. Vertical rules direct 
the eye down the page. Horizontal rules direct the eye across the page. 


Finally, rules can be combined to form boxes, which have their own func- 
tions. As you can see in these examples, boxes can separate parts of an article 
or story. They can play down something, especially if you set the enclosed type 
in a slightly smaller size. 
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Similarly, boxes can emphasize part of the text. Set the type sightly larger 
for even greater effect. 
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Use boxes to break a whole page of text into smaller, more manageable units. 
The boxes provide graphic relief and make the page look less formidable. 
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Rule quiz 


See if you can apply some of the rules about rules to the following designs. 
With one exception, they all deviate from what you have just learned. Can you 
spot the offenders? 


Lorem ipsum dolor sit amet, consectett 
eiusmod tempor incidunt ut labore et do 
enim ad minimim veniami quis nostru 
laboris nisi ut aliquip ex ea commodo c 
dolor in reprehenderit in voluptate velit 
illum dolore eu fugiat nulla pariatur. At 
dignissim qui blandit prasesent lupa 


rem ipsum Golor si amet, consectetur adipsong elit, seo da 
s8Mod tempor moadunt ul labore et dolore magna aliquam eral 
um 8d minim veruarm Quis NOSirud exercitalion ullamcorr 
ons msi ul aliquip ex ea commodo consequat. Duis auiem ve 
dor in reprehendert m voluptale velit esse mojestare gon Con 
im Golore éu lugrat nutta panatiur. A! vero eos et accusam et 
jfussem qui dlandd prasesem lupaium Gelemt sigue duo 
olesias exceptur sini occaecal Cupidal non provident, sind fem 
ipa qui ofhaa deserum mofid anim id esi taborum et dolor fugai. 
+eud lacks est et expedit drslinc!. Nam liber 8 tempor Cum 8 
gend optic comaque nit Quod a mpedd anim id Quod maxwn pi 
SSI OMMs 6S VOlUptas assUMENda est. omms dolor repefliend. 
nem Quingud e1 aur office Getit aut tum rerum necessi alib saepx 
repucand sini et molestie non asie recusand. llsque earunc 
yelury sagprenmte delectus au eu preler encis dolorib aspeno 
INC EGO Cu lene senintam, quid es! Cur verear ne ad eam ni 
commodare nost ros quos tu paulo ante cum memonte A tum 
@ Brice et Nebevoil, clestas access potest her ad sugendas cunt 
factor tum toen legum odioque crvruda Et tamen m busdad ne 
2dul est Neque Nonor imper ned hiading gen eputar rekquard | 


en eirtte mee. d .ae ..mdaet lawecet eee amie. 8. omt..ce oft 


COC NOCCe 


6l 


Woted 


Old Records 
Willing to Pay 
Top Dollar 


Tom (785-3428) 


62 


Answers 


1) This line is trying to separate disparate elements, but it is not strong enough. 
The designer should have used a heavier line. 

2) This design is fine as it stands. Notice how the graduated rules serve as 
a pointer. 

3) These rules underscore and overscore the wrong word. What word would 
you emphasize in this design? 

4) The graduated rules in this design are pointing out, pulling the eye away 
from the paper. The heaviest line always goes on the outside. 

5) The horizontal rule draws the eye across the page, but the graphics and text 
move down the page. A vertical rule is needed. 
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Bordering on Design 
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Borders can enhance your designs. They can help call attention to your 
artwork and text. They can reinforce the theme of your design. But use them 
carefully —they can just as easily ruin an otherwise attractive design. The most 
important rule to remember is that borders are meant to accentuate your art, 
not detract or distract from it. For this reason, they are commonly used around 
ads that fill only part of a page, making it easier to distinguish your design 
from all the competition. On the other hand, borders are seldom used with 
full- or two-page spreads because they confine the design too much. 

Something else you might try is putting the PrintMaster borders around 
photographs, drawings, and other non-PrintMaster graphics. You can also 
reduce the borders on a copier and use them as boxes and frames. Here are 
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Selecting a border 


Choose a border that reflects the message or theme of your subject. For 
example, a decorative or floral border is fine for advertising an antique furniture 
store or flower shop. But the same border will make a bad impression for an 
office supply store. Office equipment is simple and utilitarian. It demands 
a simple, clean border—like PrintMaster’s thin line. In fact, when in doubt 
always choose a plain border. It goes with almost everything. Besides, the 
modern trend in graphic design is away from the decorative, fancy, ornate 
borders and text. 

As a rule of thumb, the border should be about the same weight as the 
upright strokes of the main display line of text. If the border is heavier than 
the strokes, the eye is pulled away from the type. As usual there is an exception: 
When the type is very crowded, make the border a bit heavier. 
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If you use a double line (parallel rules), put the heavier line on the outside. 
This will lead the eye in toward the text and design. 
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Here are some suggestions for using each of the PrintMaster borders. 


Thick Line— While this is a plain border, it is also very heavy. It is too over- 
powering for a card or ad copy. If not used correctly, it can pull the eye away 
from the graphics and text of even a large sign or poster. Use it with an equally 
powerful graphic or font or when a page is crowded. 


. my 


67 


Thin Line— This simple little border may well become the workhorse you rely 
on over and over again. Its lighter weight and simplicity allow it to complement 
any design or font. Draw an even thinner line inside (or use a border tape) to 
create a double-line border. 
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Frame — The wooden frame provides the rustic effect you will want for signs 
and handbills advertising rodeos, produce stands, or horse farms. You can even 
use it to frame your own graphic masterpieces. Use the wooden frame with 
the Utopia font for a school look. Since this is a thick border, use it with large 
display text. 
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Paper— This border has a three-dimensional appearance, like a piece of paper 
with a slightly curled upper right-hand corner. It is a simple border, light-weight, 
and yet a little more distinctive than the plain thin line. Use the paper border 
with any font. It is ideal for announcements, handbills, bulletins, and signs. 

Put a push-pin graphic in the top center or upper left-hand corner to get a 
bulletin etfect. 
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Nouveau — Nouveau is simple and yet it has a lot of style. It also has an art-deco 
feeling about it and looks sophisticated. It is the perfect border for dinner and 
dance party invitations. announcements, playbills, and wine lists. Try pairing 

it with the DeVille or Hampton fonts. It looks great with the top hat and the 
penguin graphics. 
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Cars— This is a theme border, perfect for printing the month's car pool rotation 
or your church's benefit car wash sign. It is also great for a child’s birthday 
party. But take care that your subject suits the border. Do not use it to advertise 
your dog-walking service. As the border is rather thick, combine it with a large, 
heavy display-font. Time or Office will work. 
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Feet— You can have a lot of fun with the feet border. Put feet around an 
invitation to a beach party. A shoe store could use the bare feet in its advertising 
campaign. Notice that you do not even have to use this border as a border! 
Mothers, you can use this as a border around a sign reminding people to wipe 
their feet before coming into the house. 
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Bang— This explosive border will catch their attention. Reduce it on a copier 
and use it as a box around a single word or graphic. It emphasizes anything — 
from text to graphics. Use bang as a word balloon when you want a graphic 
to say something dramatic or explosive. Again these examples just go to show 
that borders are versatile. 
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LTace— The lace border is fancy and frilly. It is not popular in modern layout 
styles, but still has a place in some of your designs. Use lace to frame an old- 
fashioned illustration or photograph. Lace is also just right for that letter 
to grandma, and it is guaranteed to give any valentine that traditional look. 
It works well with the Hampton and DeVille fonts. 
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Ants— This is a silly little border, but you will have fun thinking of ways to 

use it in your designs. Perhaps you could wrap it around an invitation to a picnic. 
It is the perfect graphic when reminding students not to leave food in desks or 
lockers. Ants look like little black dots, so team this border with a simple font 
like Office. Use the Outline style to keep the design light and offset the blotchy, 
dotted border. 
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Christmas — This border needs little explanation. Use it with your Christmas 
cards, caroling-party invitations, and holiday sale signs. Most fonts will work — 
even Scribe if used carefully. Again, since the border is rather thick. use large 
display type. Use it as a frame around photos taken at a Christmas party. 
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Positioning the border 


Ordinarily, before you place a border around a page of type and graphics, 
you should first set the margins. The margins should not be the same all the 
way around the page. The two sides are the same width and should be the 
narrowest. The bottom margin is always the widest. The top is wider than 
the sides, but narrower than the bottom. The actual dimensions and proportions 
are up to you. 

With the margins set, you are ready to position the border. Start with the 
sides. The proportions will look best if you avoid centering the border in the 
middle of the margin. A good technique is to divide the side margins into eight 
equal sections and put the border between the third and fifth sections. Then 
measure the white space between the side border and type. Use this distance 
to position the top and bottom borders. In other words, while the size of the 
margin varies, the distance between the text and border is the same all the 
way around. 

Although the PrintMaster program does not actually allow you to lay out 
margins and position the border in this fashion, you can still exercise control. 
You can adjust the top and bottom margins by re-positioning the paper in the 
printer. Sliding the paper forward or backward will change where the printer 
starts to print. Control the space between the border and design by positioning 
your text and graphics carefully. If you have trouble, you can always resort to 
cut and paste, positioning the border by hand. 
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Border quiz 


Here are five designs. each using a border. Can you identify what, if anything, 


is wrong with each. 
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Answers 


1) Border is too thick for this design. 

2) This border is centered in the middle of the margins; the proportions are bad. 

3) Nothing wrong here. This is a good example of how to use a border. 

4) The heavier line of the border should be on the outside. The thin line is 
inside to draw the eye inward. 

5) The lace border is a bad choice for the word balloons in this particular 


design. Considering what the person is saying, the bang border would have 
been better. 


3 
Persuading With Color 
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A good design can help you sell your product or service. But color sells 
it best. Whether you are designing an invitation, playbill, newsletter, greeting 
card, or sign, color can make it more interesting. In fact, advertisers find that 
color ads increase sales 10 to 20 times. Products displayed in black and white 
are less appealing than the same products in full color, because they look 
less natural. Although full-color printing (called the four-color process) is 
expensive, you can (and should) use color. Even if you are on a tight budget 
you can use color to persuade and attract your audience. Try printing on 
colored paper or printing in two colors. You will get a lot for a relatively 
small investment. 


Using color to convey your message 


Color is incredibly powerful. Colors are associated with different things. 
Certain colors appeal more to one sex or age group than another. Did you know 
men prefer blue to any other color? Women like red in its pure form, but prefer 
violet in tints (color with white added) and shades (color with black added). 
Everyone agrees that yellow is least appealing in its pure form, but more accept- 
able in tints. As young people we like loud, bright pure colors. But as we get 
older we favor softer color tones. 

Colors send subliminal suggestions to our minds that we cannot control. 
For example, red, yellow, and orange are warm colors. If you are designing 
a poster that advertises a trip to Mexico in the dead of winter, warm colors 
will capture attention and make the right impression. Someone looking at the 
poster will think, yes a trip to Mexico will warm me right up. Similarly, an ad 
promoting a trip to the mountains in summer should use cool colors—blues 
and greens. 

Temperature is not the only message color sends to our subconscious. 
Green, for example, is the color of nature and suggests sincerity. Orange 
suggests prosperity. Violet and purple are the colors of royalty. They are also 
associated with darkness. Blue stands for patience, hope, and serenity, perhaps 
because blue skies and water appear serene. 

Similarly, colors have certain associations. If you wanted to make the right 
impression, you would never print a banner for a football game on pink or 
lavender paper. Likewise, a sign for a plant nursery or tree farm should be 
green, definitely not red! 

You can use colors to give your art more depth. Warm colors come forward 
and appear closer. Cool colors recede into the background. Mix warm and cool 
colors to make your design appear more three dimensional. 
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Picking colors for legibility 


Select color combinations that are easy to read. Your goal, after all, is to 
1) attract your reader and 2) convey information quickly and easily. A bad color 
combination is a sure way to lose your audience. 

When designing copy to be read at arm’s length, use dark type on a light 
tint background. Black on pale blue or brown on light buff are good examples. 

Posters, on the other hand, must be read at a distance, so you need high 
contrast between type and background. Black on yellow or yellow on black 
are good combinations. Green on white and blue on white also work; so does 
white on blue. 

Red on whitgworks, but be careful. Red is an appealing color, but it is also 
overworked. Use red, but remember that a little goes a long way. Avoid using 
it as a background color unless you are trying to make an important point — 
like a stop sign—and then use white lettering. Incidentally, red on black is very 
hard to read. 

With colored paper and printer ribbons you can bring color to your 
PrintMaster creations. (See the chapter on paper for information on ordering 
colored paper and ribbons.) To print in multiple colors you can print your design 
in sections, making several passes through the printer. 

If you are creating a one-of-a-kind card or invitation, you may decide to 
add color with crayons, markers, or watercolors. Whoever gets your card will 
appreciate the personalized touch. You could also create special “color-it-yourself” 
cards and books for children. Include a box of crayons with a special gift card. 

If you are creating a handbill or flier for duplication, you can direct the 
printer to use colored ink and paper. Some of the newer photocopiers even 
have colored toner. 
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Color quiz 


Although you will have to use your imagination to see the color in the 
following examples, you should be able to answer these questions. 


RAILS WEST 


1) This poster has to be read from 15 2) What is wrong with the color in 
feet. The type is blue and the graphic this design? 
green. What color paper should you use? 
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Cash in 


4) What is wrong with the color 


3) This newsletter is printed on light 
choice here? 


blue paper. What color should you make 
the type? 


We turn qood 
SENS 
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5) The type is black, but you can choose 
a colored paper. What color would you use? 
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Answers 


1) White or a very pale tint of blue or green. 
2) The warm and cool colors are reversed. The background should be cool 
(receding colors) and the design should be warm (to make it come forward). 
3) Black and/or a dark blue. 
4) Orange or gold are the colors associated with wealth or prosperity — 
not blue. 


5) Green suggests money and sincerity, just the right image for a bank. 


87 


6 
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Selecting the right paper to display your design is as important as the 
artwork itself. It provides color and texture that subtly reinforce your message. 
From a utilitarian standpoint you want paper that will stand up to the use 
intended. A letterhead, for example, should be printed on bond paper designed 
to take ink well. A poster or window card does not require quality bond paper, 
but it may work better on stiff cover stock. 

The choice of paper can give extra dimension to your theme. You may want 
to print personal stationery on brilliant-colored paper. But businesses — especially 
those that need to build the trust of customers— need a more conservative paper. 
Few people would feel comfortable turning their case over to a lawyer who uses 
bright green stationery —even if it is the color of sincerity. 

When you start looking into papers, you will discover that you have more 
choices than you ever imagined. Paper comes in different weights (20 lb. book, 
65 lb. cover, 80 Ib. cover), different textures (smooth, laid, ribbed), several 
finishes (glossy, matte, coated), hundreds of colors, several standard sizes, 
and, yes, even a wide range of prices. 

With so many choices and decisions to make, how can you ever find the 
right paper for your job? One way might be to stick to common printer paper 
for all your PrintMaster creations. But I suspect you have more creativity 
than that. So, here are some basic classifications of paper that will make your 
choices a little easier. 


Cover stock—This is the stiff, heavy paper used, as the name indicates, for the 
cover sheet on paperback books, magazines, brochures, and reports. It is also 
good for signs, posters, and window cards, anything that needs extra weight 

or stiffness. Cover stock weighs anywhere from 65 to 100 pounds and is available 
in a wide range of colors and textures. 


Bond paper—Since bond is used primarily as writing paper, it is designed to take 
ink well. Bond usually has some rag content; 25%, 50%, and 75% are common 
percentages. The higher the rag content, the stronger the paper. Like cover 
stock, bond comes in a wide assortment of colors and textures. When choosing 
paper for business stationery, however, you ordinarily should confine your 
selection to a conservative color, such as oyster, white, light blue, or grey. 

A laid or ripple texture is a nice added touch. People in creative fields, such 

as graphic designers, photographers, or copy writers, may want to express their 
unconventionality and creativity with more colorful or unusual paper. 


Business or duplicator paper—Business paper is the stock used in plain paper 
copiers. It is a good everyday stock for office memos, bulletins, and in-house 
reports. Its low cost makes it perfect for handbills and fliers. It is available 

in a variety of colors, but the texture is always smooth. 
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Newsprint —This paper is made from ground wood pulp. Higher quality news- 
print is treated with chemicals that increase the paper’s strength and improve 
its color. It is inexpensive, designed for newspapers, news sheets, and handouts 
that are meant to be read and discarded. Newsprint has poor strength and 
terrible print quality. Also, although it is inexpensive, your local printer will 
probably not be able to handle newsprint. It requires a special web press. 


Computer paper —This refers to the continuous-feed or pin-feed paper used 
with computer printers. Although it was once available only in white business 
stock, times have changed. Several mail order supply houses have bond paper, 
brilliantly colored paper, and even continuous-feed envelopes. You can order 
paper from any of the following companies: 


PaperPro 
c/o International Publishing 
3204 Adeline St., P.O. Box 3056 
Berkeley, CA 94703 

Unison World (creators of PrintMaster) and International Publishing are 
distributing a line of colored computer paper, stationery, matching envelopes, 
and printer ribbons. The colored paper is a good quality business stock and 
is available in a range of bright and pastel colors. The ribbons are designed 
to fit most printers. These products will enhance your PrintMaster, Print Shop, 
Newsroom, and other creations. Contact PaperPro, c/o International Publishing 
for more information. 


NEBS Computer Forms 
12 South Street 
Townsend, MA 01469 


NEBS offers a choice of laid-finish, 20-pound bond in white, grey, and 
ivory or ripple-finish in white and ivory. For an additional charge, NEBS will 
even imprint a simple border design in green, blue, or maroon on your paper. 
Matching envelopes are available. NEBS also has a full line of blank business 
forms, which will let you use PrintMaster to put your own logo on invoices, 
statements, and purchase orders. 


Customer Service 
MISCO, Inc. 
One Misco Plaza 
Holmdel, NJ 07733 


Misco has 20-pound bond stationery and envelopes with a laid finish in 
white, grey, and ivory. They also offer a full line of blank business forms. 
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Start familiarizing yourself with different papers. Talk to a printer or 
to a local paper distributor. They can usually give you complimentary sample 
books. Begin collecting these sample books; they are great reference materials 
you can use to select the right paper for a job. 

Once you are sure which general category of paper you want, you will need 
to consider cost. Some papers are surprisingly expensive. Again, you will find 
printers to be a big help. They often have remnants left over from another 
job and can give you a price break. You may get a paper that you could not 
otherwise afford. 

Sometimes price will be such an important factor that you will be willing 
to use several different batches of remnants. Although this may sound like a 
strange way to select paper, it can and does work for certain jobs. For example, 
if you are planning to mail a one-page flier, give out handbills on the street, 
or distribute free bookmarks at a fair or exhibit, there is no reason to print 
the whole job on paper that is all the same color or texture. On the other hand, 
you cannot mix papers in a book or newsletter. 

These rules and suggestions should help you wade through the reams of paper 
choices. Still, the final choice must be a personal one. Certain colors, textures, 
and sizes are going to appeal to you, while others will not. It is possible that 
you may find an application for high-quality bond that is quite unconventional. 
If the paper is available, if it will stand up to the job, and if you can afford it, 
go right ahead and choose the paper you like. 
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Paper quiz 


Here are a few questions to test your ability to choose the right paper for 
the job. You make the decisions, then check your answers against mine. 


1) Which of the following colors would you be most likely to select for a 
school principal's letterhead—pink, light beige, or green? 


2) If your club's budget is small and you have a flier to distribute around the 
community, what source of paper might you try to tap first? 


3) You work for a travel agency that specializes in trips to the warm and sunny 
tropics. Would you select paper in a warm color or cool color? 


4) If you are designing a bookmark to be given away at the annual book fair, 
what kind of paper should you print on? 


5) You are starting a small computer systems consulting business out of your 
home. You need letterhead stationery. What kind of paper would you use? 
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Answers 


1) The light beige is the best choice. 

2) Since color does not have to be the same throughout the job, I would try 
to get remnants. 

3) I would probably use a warm color, such as a pale orange — especially if 
I wanted to appeal to my audience’s subconscious. If 1 wanted to suggest that 
the tropics were also great places to go during the summer months, I might 
switch to a cool color. 

4) Cover stock will make your bookmarks more durable. Try to pick up remnants 
of cover stock. 

5) I would use PrintMaster and print my letterhead on continuous-feed bond 
paper. 
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Once you have mastered the basic rules of good design, you are ready to start 
stretching your abilities and the capabilities of the PrintMaster program to the 
limit. One way is with the PrintMaster Graphic Editor. 


Modifying pictures from the PrintMaster gallery 


The user’s guide that accompanies the program describes how to operate the 
Graphic Editor. It explains how you can modify any of the existing pictures in 
the PrintMaster Art Gallery. For example, you can invert images. Press I and 
white on black becomes black on white, and vice versa. 


Press H and you can flip a shape horizontally. Any graphic that faces left will 
now face right. Press H again and the image will flip to the left. 
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By pressing V you can flip images vertically. With a touch of your finger the 
biplane is flying upside down. 


You can use the draw and erase modes to modify a PrintMaster graphic more 
radically. By carefully erasing parts of the graphic pixel by pixel and filling in 
other parts, you can create magic. If you want to use a knife as a pointer, start 
with the knife and fork graphic, and erase the fork. 
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A similar technique turns the double-scoop ice cream cone into a single 
scoop, or separates the hamburger from the cola. You will find that the guitar 
makes a good pointer after you erase the background. So does the horn, but you 
will have to remove the violin. The power of the Graphic Editor will make you 
look at the pictures in the PrintMaster Art Gallery with new interest. 


Drawing your own graphics 


When you are tired of working with the available graphics, you might be 
tempted to try your hand at drawing your own. The first thing you will discover 
is that freehand drawing is very difficult. The process is easy enough, but your 
chances of getting a good design are slim. 

Good news: There is an easier way. Create your drawings pixel by pixel. Take 
a piece of graph paper and mark off a grid with 88 boxes horizontally and 52 
boxes vertically. This grid corresponds to the number and position of the pixels 
in the Graphic Editor. Rather than trying to draw on the screen, draw your 
design on the grid first. Then transfer it to the Graphic Editor, pixel by pixel. 
Fill and erase pixels until you have faithfully duplicated the image on paper. 
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If you cannot even draw on paper, you still have hope. Photocopy the grid on 
this page onto a piece of tracing paper. Superimpose the tracing paper grid 
over a drawing you wish to copy and trace the design. Now you simply proceed 
as before, reproducing the design with the Graphic Editor. Draw and erase 
pixel by pixel until you have a duplicate. Save your new graphic on a separate 
ata disk. 
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The designs on the following pages illustrate some of the unusual and even 
bizarre artwork that 1s possible when you pair the Graphic Editor with your 
imagination. Look at these pictures and then take it from there. You are on 
your own, 
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Graphic Editor quiz 


Can you guess how each of the following designs was created? They were 
all produced using the Graphic Editor. See if you can duplicate them. 
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Answers 


1) This one is not in the PrintMaster Art Gallery. | copied it out of a book 
using a tracing paper grid. 

2) I erased the rabbit and the chick that were sitting in the Easter basket. 

3) I used the draw and erase modes to put back the missing slice of birthday 
cake. 

4) I needed several kinds of horses for this one. I flipped the horse horizontally, 
and inverted it to get black and white ones. Then I removed the unicorn’s 
horn, turning it into another horse. 

5) I changed the spots on the dice. 
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When you unleash your imagination and start letting the creative juices 
flow, you will no doubt come up with some pretty wild ideas. Many of them 
will be beyond the limits of PrintMaster—especially if you restrict yourself 
to using the program as it was originally conceived. 

But if you combine your PrintMaster creations with other art forms, you 
will have a lot more fun and create some spectacular designs. You will find 
yourself doing a lot of cutting and pasting to create the desired effects. But 
the results are worth the effort. 

You will also want to supplement PrintMaster’s graphics with clip art 
and photocopies of public domain pictures (engravings, wood prints, or stock 
illustrations that are not copyright protected). Try using dry-transfer lettering 
to expand your type choices. Add rules, and by all means use a photocopier. 

The pages that follow are filled with examples created using PrintMaster 
and all the processes mentioned above—plus a few more. My notes will give 
you some idea of how you can duplicate these effects. 
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Applications of Design 


9 


Stationery 
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Your stationery is more than just a piece of paper. It is an extension of you. 
It represents you when you are not communicating in person. Stationery is 
the paper you choose to record your thoughts, feelings, messages—it should 
be special. It should tell readers something about you. Persona! stationery, for 
example, could tell people that “John likes dogs” or “Susan has a crazy sense 
of humor.” Business stationery might say, “Fido Insurance is loyal to its clients” 
or “Doctors’ Clinic believes in the human touch.” Give your design plenty of 
thought. Otherwise, your stationery might accidentally end up telling the world 
that “Tom is boring and lacks imagination” or “The Flower Cart’s personnel 
are not creative.” 

When designing personal stationery, anything goes. Feel free to be as 
expressive, off the wall, or zany as you please. Play with the size of the art, 
its location, its color, even the shape of the paper. The PrintMaster program 
offers you some choices for placing graphics and text —all rather conventional. 
The stationery mode was created with the formal business letterhead in mind. 
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You might try designing your personal stationery using PrintMaster's sign 
mode. Also try enlarging the graphics with a copier. Then get out the scissors 
and glue and put together some eye-catching designs. 
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You can create folded note paper with the greeting card mode. Use the 
Scribe font to put big initials on the cover, or write your name in script with 
DeVille. If you want an even more unusual typeface, you might look at some 
of the dry-transfer letters available at your local art store. 
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You might decide to vary the size of the paper. PrintMaster is designed to 
take 812" x 11"’ paper. But with some ingenuity you can alter this. Create all 
the elements (text and graphics) in any mode that suits your needs. Then do 
your layout and paste-up on paper cut to your specifications. Copy or print the 
design on similarly cut sheets. Before selecting a size, however, see what sizes 
of paper are available. You will save money by using paper pre-cut to the size 
you want. If you have to have paper cut to your specifications, choose something 
that is an even fraction of a larger size (such as 812"' x 5¥2’'). You will save 
some money. 
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As you can see, almost anything goes when you are designing personal 
stationery. But while no formal rules, no set of dos and don'ts govern the 
informal letterhead, you should respect the basic rules of balance and harmony 
in design. 
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Business stationery, on the other hand, is another design problem altogether. 
It should conform to certain conventions. This does not mean that the stationery 
cannot be expressive—it should be. In fact, it should say a lot about you and/or 
your company. If you are a professional person, for example, you want stationery 
that says “Trust Me,” “I am honest,” and “I can do the job.” If your business 
is in a creative field, you can use your stationery to display your wit, art, humor, 
and unconventional ideas. 
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The first rule when designing a business letterhead is to make the name of 
the business most prominent. Make it the focal point of your design. Use the 
largest type for the name, but do not get any bigger than 30 point. If you plan 
to design your stationery using PrintMaster’s stationery mode, put the name of 
the business on the first line. The program automatically enlarges any type on 
this line. Note that if you plan to put additional copy at the bottom of the page, 
you should leave the first line blank. The first line at the bottom of the screen 
is printed the same size as the first line at the top, and the two will conflict. 
You will have two pieces of copy fighting for attention. 

Follow the name of the company with your name, address, and type of 
company (not necessarily in that order). Display any additional information, 
like Source or CompuServe number or cable address, in smaller, lighter type. 
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If you work a trademark (initial or logo) into your letterhead, keep it small. 
This is not the same as a design. It is typically a little symbol worked into the 
design with a horizontal or vertical rule. Trademarks are more common on 
business letterhead than personal stationery. 
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Restrict type to one family, unless your company’s logo uses some very 
unusual typeface that should not be overworked. As with other design problems, 
mixing typefaces distracts the reader and disturbs harmony. If you do have 
to use a different typeface from the logo, select something that blends well. 

In other words, if your logo is in a very fancy typeface, use a simple face for 
your name and address. If your logo is in script, do not set your name in italics. 
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Do not be overanxious to finalize your design. Experiment with several 
combinations before settling on the final version. I often sketch my designs 
to get a feeling for the layout before starting to work with PrintMaster. Once 
you have narrowed your selection down to two or three designs, try making a 
full size sample and typing a letter on it. This way you will get the full effect. 
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When planning your letterhead, also consider how it will look in other 
forms—on invoices, bills of sale, purchase orders, statements, even business 
cards. Business cards may require that you reduce the design elements, so create 
something that reduces well. Design it so that it will work on smaller stationery 
too. While your formal stationery should be 8!2’’ x 11'', you may decide 
to print up some smaller sheets (842"' x 512" or 812"’ x 714’") for notes and 
informal correspondence. Think about how the logo will look on the envelope. 
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By now you should see that whether you are designing personal or business 
stationery, the possibilities are almost limitless. You can put all the art and 
text at the top; split the text between the top and bottom of the page; list board 
members, employees or even clients down the margin. You can try laying out 
the text in patterns such as the block (most popular in modern layouts), inverted 
pyramid, or alternating long and short lines. Whatever you decide, make that 
finished product say something important about you or your organization. 
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Stationery quiz 


You have seen enough examples of stationery and letterheads, good and bad, 
to make a few judgments on your own. Take a look at the following samples of 
personal and business stationery and make a diagnosis. Incidentally, one of them 
is right on target. 


Robert Rose 
Altorney-At-Law 


43 West Way, South 
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Answers 


1) The lawyer who uses this stationery may only have one client —the designer! 

2) This one is a perfect blend of design and creativity. It also makes a personal 
statement. 

3) The stationery is all right. It is professional and technically correct. 

But it is boring. 

4) The name of the business is supposed to be the most important piece of 
information. On this stationery, however, the name has to compete against 
graphics and other text for attention. 

5) All the components of a good business letterhead are there, but the layout 
is poor. It lacks balance. 
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Greeting Cards 
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At this point there is no need to repeat the same old rules about harmony, 
balance, type style, and color. Everything you have learned so far still pertains. 

Cards, however, create a few special problems. For one thing, the area for 
design is smaller. Your design will look crowded if you try to put too many 
elements either on the front or inside. Practice restraint. Keep your messages 
short. If you want to put a poem inside, type it out on your word processor 
and paste it into place. 

For the same reason (weight), dark, heavy borders and type usually do 
not work well on cards. I doubt you will ever find an opportunity to use 
PrintMaster’s thick border on a card. However, the other PrintMaster borders 
should all work fine. 


Using the card mode 


Rather than spend a lot of time describing various greeting cards, note paper, 
recital programs, and party invitations, I have filled the next few pages with 
examples. I have described any unusual processes whenever necessary. 
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Folding the greeting card 


The standard fold for a greeting card is called a French fold. You just fold 
the card in quarters. The card’s spine will be either at the top or on the left 
side, depending on which fold you make first. 
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Slightly unconventional cards 


Just as you deviated from the PrintMaster’s stationery mode to create some 
unusual stationery, you do not have to restrict your greeting cards to the card 
mode. Try making some cards in the sign mode. Then fan fold them to be really 
different. 

With a photocopier and a little ingenuity, you can make postcards. Create 
your art in card mode, then photocopy or print the design on cover stock. 

Give your special cards special treatment. Color them by hand. Or enclose 
a box of crayons and let the card’s recipient do the decorating. 
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Card quiz 


Although cards offer the designer a lot of freedom, the basic rules of 
harmony and balance still apply. The following designs are a case in point. 
What's wrong with them? By the way, one of them is usable. 
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Answers 


1) This card has too much text on the cover. It is not fun to read. 

2) This is the one that I would send. 

3) The graphics and text do not suit the theme of this party invitation. 

4) The border around the cover of this little menu is too heavy. 

5) This card was designed in sign mode, and it looks it. If you use this mode 
to create large cards, keep in mind that you are creating a card, not a poster. 
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Posters, Signs, and Handbills 
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The guidelines for designing a successful poster, sign, or handbill are 
the same as those for any other artwork. You want to assure balance in your 
design, restrict type to one or two faces, and create a design that is in harmony 
with the theme or message of the artwork. The only significant distinction 
between the three formats (sign, poster, and handbill) is the distance from 
which each is usually read. 


Posters 

Posters are the largest and are read from the greatest distance. Try to find 
out how far the average reader will be from the poster before you start your 
design. Here is a chart that will help you select type according to distance. 


Distance x-height of type 
30’ 1” 
70' 2" 
100’ 3" 
150’ 4” 
200’ 6” 
270’ 8” 


If you are using decorative typefaces, make them slightly larger than the chart 

indicates. If you are using PrintMaster’s sign mode, you only have two sizes of 
type to choose from, but you can always enlarge text on a photocopier. You can 
also produce the text in banner mode and paste it on to your poster. 

Posters can be informative or artistic. Some posters have no text at all; they 
consist of a large photograph or design. However, most posters that fall into 
the informative category combine powerful graphics with a small amount 
of text. Because of their size, posters should be dynamic and make a strong 
statement. They should convey a message that the reader can pick up quickly 
and from a distance of several feet. 

Once you know the distance between poster and reader and are sure you 
know the message or theme you want to express, you can begin selecting the 
design elements—the art and type. Use large, bold graphics that are visible 
from several feet away. Simple art is often very effective in posters. PrintMaster 
offers two ways that you can get large graphics. Use the large graphic option 
in the sign mode or print out your graphic in banner mode. If you need 
something larger or in between, experiment with enlarging and reducing 
the image on a photocopier. 
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As you might expect, simple, easy-to-read typefaces are best in posters. You 
will also notice that the type is usually a sans serif face. If the type runs over 
the artwork, make certain you create a good contrast so that the type can be read 
quickly and easily. You can buy dry-transfer lettering in white and a few colors 
that will help you get a good contrast. 


Keep text to a minimum. Most people will not come close enough to read 
a long block of text. 
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If you are creating a single poster that is not going to be reproduced. you 
may want to color it by hand. Crayons, markers, and poster paint are all good 
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Signs 

Signs and window cards are usually smaller than posters. Use them to 
advertise merchandise, local dances and plays, or promote special events and 
exhibits. They need to attract a reader from a distance, but usually you expect 
the reader to come close enough to read all the type. Although it is all right 
to have a block or two of text on a sign, the average person will not spend much 
time reading. You are better off Jimiting your information to a headline and 
a few secondary heads. The simpler the message, the faster a person can digest 
the information, and the more successful the sign. Here are some signs created 
with PrintMaster. 


Pamela’s 
Petuna Ranch 


jit prasesent lupatum delenit aigue 
int occaecat cupidat non provident, sir 
runt mollit anim id est laborum et dolor 
expedit distinct. Nam liber a tempor c 


157, off Plants 
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As with the poster, the sign needs to be graphically exciting. It has to attract 
potential readers, encourage them to come closer and read the message. So give 
thought to your artwork. Select a graphic that not only expresses your theme, 
but expresses it with power and creates interest. Your audience will be standing 
closer to a sign than to a poster, permitting you to select somewhat more complex 
and detailed graphics. 
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Select your type after you have your artwork. As with the poster, simple 
sans serif faces are most common. PrintMaster’s Western and Times (both serif 
faces) also work well, and no doubt you will even find times when you will need 
to use a fancy display face. But keep the lines short. Although signs can usually 
support more text than a poster, some experimenting with PrintMaster’s sign 
mode will probably persuade you to be brief. If not designed carefully, too much 
text can make a sign look cluttered and unreadable. And a sign that appears 
unreadable will discourage readers. 
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Varying the size of type will give your sign some character. Set your 
most important headline (the what) in large type and the support information 
(where, when) in smaller sizes. 
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Before finalizing a design, before printing it out on PrintMaster or pasting 
down a cut-and-paste job, look critically at your work. Ask yourself five 
questions: 

1) What is the message that the sign or poster is supposed to communicate? 
2) Is the right message coming across? 

3) Do the graphics express the message? 

4) Is the verbal message prominent? 

5) Would this poster attract anyone’s attention? 

If you can identify the message and answer yes to the rest of the questions, 
then go ahead and finish your design. Do not be surprised if you have to come 
up with several versions before you get the best design. 
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Handbills 


Have you ever walked down the street and had someone hand you a piece 
of paper (usually 842” x 11'') advertising some product or event? Well that 
piece of paper is called a handbill; it is also called a flier. Its design is somewhat 
different from a sign or poster. In the first place, it is placed in the reader’s 
hand, it does not have to catch the reader’s attention from across the street 
or even across the room. Second, because the reader can keep the handbill 
and read at his or her leisure, it can contain more text than a sign or poster. 


UFOs 


Are we being invaded? 


Lorem ipsum dolor sit amet, consectetur adipscing elit, si 
eiusMod tempor incidunt ut labore et dolore magna aliqua 
enim ad minimum veniam: quis nostrud exercitation ulla 
laboris nisi ut aliquip ex ea commodo consequat. Duis aut 
dolor in reprehenderit in voluptate velit esse molestaie sc 
iltum dolore eu fugiat nulla pariatur. At vero eos et accus 
dignissim qui blandit prasesent lupatum delenit aigut 
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Just because you do not have to catch your reader's attention from a 
distance, does not mean that you can neglect the handbill's design. Watch 
someone handing out fliers sometime; notice how many people refuse to take 
one or throw it away without bothering to read it. They will glance at a flier 
just long enough to see what it is about. If the subject or the layout do not 
peak their interest immediately, they throw it away. 

This could happen to your handbill, unless you take the time to create 
something that is both attractive and interesting. Select good graphics and 
write powerful headlines. Because the handbill is held at arm's length, you 
are free to use more intricate designs and graphics. Just remember that you 
only have a second or two to capture a person’s interest before the flier goes 
into the trash bin. 
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You can create handbills using PrintMaster’s sign mode. However you will 
probably want to plan your design on paper first so that you leave room for 
text. Then prepare a block of copy on a typewriter or word processor and paste 
it onto the handbill. 
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Poster, sign, and handbill quiz 


Posters, signs, and handbills have a lot in common. They are all forms of 
mass communication. They have to catch a reader’s attention quickly and hold 
his or her interest. Because of differences in size and the distance from which 
they are usually read, you can find subtle differences among posters, signs, 
and handbills. Look at the following five designs. Can you determine which 


category (poster, sign. handbill) each represents? 
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Village Players 


present 


Charlies Aunt 


Pamela’s | 
Petuna Ranch 
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Bring This With You 
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Answers 


1) This is a poster. Notice the large, dramatic graphics. 

2) This is a handbill and meant to be read at arm’s length. 

3) This one is more difficult to place. Depending on its actual size, it could 
be either a sign or poster. 

4) This one is a window sign. It grabs your attention, but the graphics are not 
as dramatic as you would want in a poster. 

5) This is also a handbill. It does not have as much text as number 2, but it is 


still too wordy for most signs. The real giveaway, however, is the text that 
says “Bring this with you.” 
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PrintMaster”. . .The One for IBM 


Sales prove that IBM PC users want a personal print shop program. 
PrintMaster is the first such program for the IBM PC, PCjr, Tandy 
1000 & compatibles. First Software, Softsel and Softeam currently 
list PrintMaster among their 10 best selling programs. 


Don’t wait... 
Order PrintMaster today 


Now available from: 

First Software / Softsel / Softeam / Kenfil /!SDS 
Software Resources / Computer Sales Company 
National Software Distributing / R&S Distributing 


Or contact. Advanced Product Solutions 
800 Cnarcot Ave.. Suite 110, San Jose, CA 9§131 


600/451-0900 408/263-9133 (in CA) 


iowvi/emer 6 ne regener 3 Uneon Wong me Gil era PCs ana Saroy (000 are “eppmeren trecernens of TeET SOW! 
Gusrese Macrwres Corcormnon arc Terey Corooranon reapectary 


158 


If you are creative enough, you can use PrintMaster and other graphic-design 
programs to design magazine and newspaper advertisements. In addition to a 
powerful headline, good graphics, and a strong layout, you will need PrintMaster 
(or similar program), a typewriter or word processor, scissors, and glue. If you 
are designing ads that fill a half, quarter, or sixth of a page, you will probably 
need to use a photocopier to reduce the size of the art and copy. 

Ads are usually used to encourage sales, create product awareness, and 
establish a good product image. Whether they are print, radio, billboard, or 
television ads, they face a lot of competition—both from other ads and from 
the hundreds of audio and visual stimuli people experience each day. Therefore, 
if your ad is going to succeed, you must write clear, creative, and persuasive 
copy and take advantage of every design technique you have learned. 

Before getting into the tricks of the business, let me identify the four basic 
parts of an ad. They are the graphic that attracts attention, the headline that 
creates interest, the text or copy that builds desire, and the name and address 
of contact (called the signature) that satisfies interest. 
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Advertising people are always trying to come up with new layouts and tricks 
to get attention. For this reason, a good ad may break every rule that | am 
going to give you. However, since you are just starting out. you might as well 
learn the traditional techniques. 

My first rule in advertising is to place the most important art or headline in 
the focal point of the page where readers are sure to see it. If you plan to catch 
people's attention with art, then place the display headline close by so that they 
see art and headline at almost the same moment. 
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Its not good it's DELICIOUS 
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If your headline is powerful and clever enough, the art can assume a 
secondary role. 
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Once you have caught your readers, the second rule is to be careful not to 
overwhelm them with too much copy or a busy-looking layout. For example, 
do not put borders around full-page ads. They are distracting and tend to look 
too confining 
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Plan your graphics and text so that you can space things out. This makes 
the ad appear easy to read. The blank areas are called white space. 
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Use large display headlines with wide spacing (leading) between lines. At the 
same time, do not get carried away and set everything big. The headline should 
not have to compete with the rest of the copy. 
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Keep headline short and use short, simple words. 
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If you are designing a smaller ad that will have to share space with other ads 
and copy, you can use rules and boxes to set your work apart. Here are several 
techniques. 
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If you do not want to use a box or rule, then leave lots of white space. 
You can create a real eye catcher. 
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My third rule is set display headline and body copy in a simple, easy-to-read 
typeface. Look at some ads and you will notice that the headlines are often set 
in a sans serif face such as Helvetica. PrintMaster’s Office font is a good choice 
for headlines. You will find body copy in either serif or sans serif. 
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PrintMaster does not have an ad mode. But with a little help from my word 
processor, some dry-transfer lettering, scissors, glue, and a photocopier I created 
the ads. You can do the same. 
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Ad Quiz 


Here are five advertisements. Four of them have design errors that prevent 
them from being effective. Can you identify the problems? Also pick out the 
ad that follows all the rules. 
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Answers 


1) Neither the art nor the headline catch a reader’s attention. 
2) This one works. 


3) The subheads and body copy are too large and compete with the display 
headline. 


4) The border makes this full-page ad look too cluttered. 
5) The typeface used for the headline is ornate and distracting. 
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Newsletters 
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PrintMaster was not actually intended for creating newsletters. But with 
a little ingenuity, a word processor, scissors, and glue, and perhaps some 
dry-transfer lettering and rules (lines) you can use PrintMaster to design some 
attractive and unusual publications. Best of all, you can do this very inexpen- 
sively. Incidentally, most of my suggestions on the following pages will work 
equally well when creating fliers, handbills, and ad copy. 


Designing a masthead 


As important as content and style are to the success of your newsletter, the 
design for the masthead (the title and logo) is probably equally important, if not 
more so. Its prominence on the front page makes it the first thing your readers 
see. If the masthead fails to capture their attention, they may not bother to 
continue reading. Give plenty of thought to the name of your newsletter and 
the design of the masthead. In fact, do not be surprised if you spend more time 
creating a masthead than you do developing the newsletter’s format. 

Here are some things to consider when creating a masthead: 

Keep the design simple and bold. Make it eye catching. A short title is best. 


ae Wishourse 


Lorem ipsum do 
e1usmod tempor 
enim ad minimir 
labons msi ut alic 
dolor in repreher 
iltum dolore eu fh 
dignissim qui b 
moilestais except 
culpa qui offiaa d 
dereud facihs esi 
eligend optio con 
possim omnis es 
autem quinsud et 
ef repudiand sini 
tenetury sapiente 
anc ego cum te 
accommodare rn 
Nos amice ef ned: 
to factor tum toen 
mMmodut est neque 
quas nulla praid 
coercend magist: 


The Faultless FLOPPY 


r sit arnet, Conse: 
cidunt ut labore € 
vemami Quis No 
ip 6x ea COMMA 
lent in voluptate \ 
yat Nuila panatur 
nc&t prasesent | 
* Sint Occaecat Cu 
serum moillit anum 
¥ expedit distinct 
jue nihil Quod a ur 
auptas assumernc 
ur office debit aut! 
#t moiesta non a 
Jelectus au aul 5 
§ senintiam, quid 
t ros QuOS tu pau 
‘ol, olestias acces: 
QUM Odi0que Civ 
onor imper ned |i 
m umdnat impr 
W et dodecenden 


etur adipscing el 
dolore magna alt 
‘ud exeratation 

» consequat Duis 
dit esse Molesta: 
At vero eos ef ac 
patum delenit a 
dat non provider 
J est laborum etc 
Nam liber a tem 
€dit anim id Quoc 
1est,ommis dolor: 
m rerum necessit 
'@ recusand. itaa: 
efer endis dolon 
St Cur verear ne: 
» ante cum mem 
Jotest fier ad auge 
1da. Et tamenin b 
ding gen epular : 
D pary minurti ¢ 
3 videantus Invitat 


17] 


99 66 99 66 


Avoid using “weekly,” “newsletter,” “gazette,” “letter,” and “paper” and 
similar words in the title. Names like “The Montana Monthly,” “The Libertarian 
Letter,” and “The Educators’ Weekly” are ordinary. 

Be creative and witty. Come up with something that is distinctive and that 
identifies your publication quickly. 
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Make the title reflect your company’s image. You would not use the clown 
graphic to promote your consulting firm. More subtly, do not select the over- 
time graphic from the PrintMaster file to represent your company’s in-house 
newsletter. A harried employee is not a good image. On the other hand, it may 
be perfect for a newsletter designed to help overworked editors organize their 


time more efficiently. 
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Be careful that your title works with the color you choose. If you think you 
may be printing in different colors with each issue or volume, then do not call 
your newsletter “Blue Lines” (it will look funny printed in red, or any other 
color except blue) or “Hot Bits” (which will not work with cool colors like blue 


or green). 


Create a design that gives you the maximum freedom to move the masthead 


around on the page. This way you can play with variations on the original 


theme and use them for stationery, ads, bills, etc. 
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Design the masthead so that it looks good whether you enlarge it for a 
poster or reduce it for a letterhead or ad. The more freedom you build into 
the design now, the happier vou will be later. 
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If you have a small budget but want the masthead printed in two colors, you 
could have a supply of first pages printed up in advance. The extra expense in 
a two-color job is in the cost of cleaning the press and running the paper through 
a second time; print a large enough supply of masthead pages to last you 
several years. This way you will only be paying once for a two-color job. When 
you have the individual issues of the newsletter printed, you will only pay for 
one color. 


Selecting a typeface 


Whether you decide to typeset your newsletter or use a computer printer, 
you can choose from many different typefaces. Letter-quality printers have 
a couple of dozen fonts and many of the new dot-matrix and laser printers 
are programmable to produce even more. So, how do you pick the right typeface? 
Type selection is very personal, and yet there are certain things to consider. 

For example, you want to pick a type family that is easy to read, offers several 
styles (italics, bold, condensed, etc.), and suits your subject. 

My treatment of the subject of type is rather brief here. If you are unfamiliar 
with the terminology and styles of type, turn to the chapter entitled “Putting 
Words into Type.” 

Most type falls into one of two categories— serif (referring to the short lines 
stemming from the ends of a letter’s strokes) and sans serif (without the little 
lines). The text in this book is set in serif. Among the PrintMaster typefaces, 
Hampton, Times, Western, and Utopia are serif faces. DeVille, Office, and 
Computer are sans serif. Scribe is not a text face. It is better described as gothic 
and should be used for very short headlines. 

Traditionally, text has been set in a serif face, which is considered easier 
to read. The little horizontal lines direct the eye across the page. Sans serif 
typefaces are more often restricted to headline copy. 

Recently, however, designers and editors have been setting copy in sans serif 
faces. They feel that serif looks too old-fashioned and cluttered. Editors of 
books, technical manuals, and newsletters dealing with science or technology 
often prefer the clean, contemporary look of a sans serif face. If you too prefer 
sans serif, but do not want to sacrifice readability, keep the columns of text 
narrow (about 214” wide). 


176 


Once you have selected a family of type (two if you decide to set the head- 
lines in a different typeface), stick with it. One of the more serious mistakes 
you can make is to keep changing typefaces all through your publication. Do 
not change horses or type in midstream. Even display copy should be consistent. 
Fail to follow this rule and your readers will be paying more attention to your 
type than to your words. When you need to emphasize a word or phrase, select 
different styles of type from the same family. For example, if you are using 
Garamond (an easy-to-read serif face), use Garamond italics or boldface for 
emphasis. 

If you use PrintMaster for creating headlines, you can rely on the three 
type styles (or dimensions, as the program calls them) available in each font. 
They are solid, outline, and three-dimension. However, if you need to simulate 
italics, use DeVille with Office. Both faces are sans serif and complement one 
another nicely. 


Designing a Format 


The best way to design a format for your newsletter is to look at what other 
editors have done. Analyze their newsletters. Decide which elements you like 
and which you do not like. 

One of the first things you will notice is that most newsletters are 82’ x 11" 
or they are 17'’ x 11”’ and folded to 842" x 11'’. These reflect standard paper 
sizes, and unless you know a lot about paper and design you should stick with 
the standard. The more cutting and folding and the more paper you waste, the 
higher your production costs. 

Before you decide on the number and width of your columns you must decide 
whether to typeset your copy or use typewriter (printer) type. Typesetting has 
several advantages. First, you can fit a lot more copy on a page. Second, you 
have more typefaces from which to choose. And your newsletter will look slicker, 
more professional, and more expensive. But in addition to looking more expen- 
sive, a typeset newsletter will actually cost you more and take longer to prepare. 

Therefore, if you have a small budget, a short timeline for producing your 
newsletter, or do not need such a slick, formal look, then use a typewriter 
or printer. Actually, if you produce a daily or weekly newsletter or news sheet 
and want to impress readers that your information is timely and hot off the press, 
then you are better off using a typewriter or printer. You want to convince 
readers that you have no time for amenities and fancy frills. 
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October 1983 on Volume 2, Number 9 


COMPUTER EVENTS 


January 8-18, 1989--CADRE ‘8% CONFERENCE AND TEACHERS' INSTITUTE, San 
Jose, CA 

Educational and industrial computer users as well as artists and 
designers using computers will be interested in the conference. The 
special Teachers’ Institute, offered in conjunction, will provide in- 
service training to K-12 teachers on curriculum development in the 
computer-aided arts. Cost: Teachers' Institute $100; graduate credit 
$30 additional; Conference and Institute $200. Contact: Marsha 
Chamberlain, Art Department, San Jose State University, San Jose, CA 
95192 (408/378-1577 or 866-6430). 


January 20-28, 1988--CONFERENCE OF THE ASSOCIATION FOR EDUCATIONAL 
COMMUNICATIONS AND TECHNOLOGY (AECT), Dallas, TX 

The theme of this year's conference is "Technological Horizons: Human 
Perspectives;" topics will stress both the effect of technology on 
learning and the human component in the technological revolution. 
Teachers, administrators, industrial trainers, and librarians 
interested in using new technologies to improve instruction can choose 
from more than 200 concurrent sessions, seminars, presentations, and 
workshops. Cost: $68 (members) and $98 (nonmembers before December 
19th; $78 and $108 respectively after that date. Contact: AECT, 1126 
16th St., NW, Washington, DC 20036 (202/466-4780). 


January 23-25, 19845--TEACHING MATH WITH MICROCOMPUTERS, Las Vegas, NV 
This two-day program is part of a series of computer seminars the 
National Council of Teachers of Mathematics (NCTM) is conducting 
around the country. It will provide useful information to K-12 math 
teachers. Cost: $190 (members); gets (nonmembers). Contact: NCTM, 
Seminar Series, 1906 Association Dr., Reston, VA 22091 (7037620- 9840). 


February 3-7, 1988~--CONVENTION OF THE NATIONAL ASSOCIATION OF 
SECONDARY SCHOOL PRINCIPALS (NASSP), Las Vegas, NV 
Computers and how they relate to the principal's role in education is 
a key topic of interest at the convention. Several seminars and dis- 
cussions will address the concerns of secondary school administrators. 
Cost: $60 (members) and $100 (nonmembers) before January 3rd; $75 and 
respectively after that date. Contact: NASSP, 1904 Association 
Dr., Reston, VA 22091 (703/860-0200). 
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If you decide to typeset, you can choose a one-, two-, or three-column 
format. The one-column format is pleasing to the eye provided you leave a 
lot of white space (empty area) on the page. One long line of words stretching 
across the page is difficult for the eye to follow. Restrict your one column to 
about five or six inches. Using slightly larger type will make the text even more 
legible. As you can see, even one column is flexible. You can set a style for your 
newsletter, whether you choose to center the text or place it off to the right 
or left. 
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A two-column format is easy to read and very common in both typeset and 
typewriter-written newsletters. Set your columns about three-and-a-half inches 


wide; you will average eight or nine words per column line. This is just long 


enough to keep you from having to hyphenate many words (hyphenated words 
may be disturbing to readers) and short enough to read easily, whether you use 
a serif or sans serif face. 


T as « Parent, Whet Can | D0? 
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The last choice is the three-column format. This may be the best selection 
if your newsletter contains a lot of text, very few pictures, or little white space. 
Formal newsletters are usually set in this manner. The lines are short, about 
two-and-a-quarter inches, and must be right justified. In other words, the 
right-hand edge of the column of text is set evenly so that all lines are the same 
length. You will find that you have to hyphenate more words, but in a pro- 
fessional newsletter, with committed readers, this is not a problem. However, 
if you are trying to reach a less serious audience, you may want to go with 
the two-column format. 
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If you decide to use typewriter or printer type, you can choose between 
the one-column and two-column formats. The three-column format is just too 
narrow; you would average only three or four words per line. Also, I suggest 
you set the text with a ragged-right edge rather than a justified edge. The 
problem of artificial and uneven spacing between words is even more exag- 
gerated and unpredictable on a printer than on a typesetting machine. 

The type will be more readable if you use a pica typeface, which is slightly 
larger (10 characters to the inch) than the elite (12 characters to the inch). 
Pica and elite are not the names of typefaces; they refer to the size of the type. 
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Creating headlines 


Headlines are almost as important as the text that follows. They summarize 
the subject in a handful of words and help the reader get the message quickly. 
An intriguing headline invites the reader to go on. Do not throw these catch 
lines away. 

A good headline is short and to the point. It is catchy, sometimes funny, 
but always interesting. The catch line for an article on artificial heart surgery 
might read “Artificial Heart May Have a Future,” or it could read “Plastic Heart 
Takes a Beating but Keeps on Ticking.” The second headline is a play on an 
old wristwatch commercial. It captures the message of the article, but more 
importantly it captures the imagination. 

In addition to summarizing an article, headlines and subheads help to break 
up a page of text. They provide relief from columns of text and help the eye 
quickly focus on the next item. There are many ways to display headlines. The 
following are only a few. I offer these examples because they were all created 
with PrintMaster. Write your headlines using the PrintMaster's sign mode. 
Then cut them out and paste them into place on your copy. If you need slightly 
smaller headlines, reduce them on a copier. The text was created with a word 
processor and letter-quality printer. 


EXAMPLE ONE demonstrates a 

technique we call bold face 

head-in. Notice how the first “Dold Face 
word(s) of the sentence are \Wead - in 
set in a heavier type. 


EXAMPLE 2 

This technique is called flush 

left catch lines. Fisk 

CONTINUED heh 
Caxch. Lines 


The bold (or in this case capitals) 
are set flush left. They still 
catch the reader's attention. 
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EXAMPLE 3 
Here we have the Outrigger. The 
catch line extends out to the Our aoe 
left farther than the margin of the 
text. 
EXAMPLE 4 
In this example, the headline is 
centered above the paragraph. This Cenlened 


is a common technique. It is not 


unusual looking, but it does work well. Mead ine. 
EXAMPLE Here's one we call the 
FIVE cut-in sideline. The 

first few lines of the Cuk-w 
paragraph are set to the right to Sideline 
make room for the headline, or 
rather sideline. This looks nice. 
EXAMPLE This is the more common 
SIX form of sidelines. All the 

text is set to the right, 

Side\ine— 


leaving the sidelines hanging 
out in the left margin alone. 
If you can afford the extra 
white space and want the page 
to look open and uncluttered, 
consider this technique. 


Pulling it all together 


Now you know some of the thinking that goes into writing and designing 
a good newsletter. Here are some examples of those rules put into practice. 
As you become comfortable with newsletter design, feel free to rely on your 
own creativity. You may even decide to break a few of the rules. But by then 
you will probably have a good reason. Above all, remember your objective — 
readability. 
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Newsletter quiz 

The time has come to test your skills. Do you have what it takes to design 
a good newsletter? One way to find out is to identify the problems found in 
four of the following five examples. 
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RFP to Bring Pubilc Humanities 
Projects to New Audiences. 
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Answers 


1) The title of this newsletter is deadly dull—too conventional. 

2) A newsletter with typewriter or printer type should not be set in a three- 
column format. You get too few words per column. 

3) There are too many different typefaces on this page. It is hard to concentrate 
on the words themselves. 

4) This is a good-looking newsletter. If the content is equally interesting, it 
should be a winner. 

5) The headlines in this newsletter are boring. I am afraid the subject may be as 
dull as the headlines; I will not read further. 
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Materials 


Technical pen—The pen has interchangeable, tubular points available in several 
widths. Use it for technical drawings, rules, and boxes. 


Nonreproducible-blue pen—The light blue ink is not picked up in the printing 
process. Use it to draw guidelines on a mechanical (i.e., camera-ready artwork). 


Rubber cement and thinner—This is a good, clean adhesive. It is what the pros 
use for cut-and-paste work. 


Utility knife—The razor-sharp blades are perfect for cutting delicate or intricate 
patterns. You can also touch up artwork, scratching out stray lines and small 
ink smudges. 


Scissors — Use these for your cut-and-paste creations. 


Ruler—Use a steel-edge ruler for cutting and drawing straight lines. Use a trans- 
parent ruler with cross hairs or a grid for aligning artwork and type. 


Burnisher—The smooth metal, plastic, or ivory tip is used to affix dry-transfer 
lettering to artwork. 


T-square — Use it with a drafting board to align paper and artwork. It provides 
a consistently straight edge to work against. 


30/60 triangle— Among other things, the triangle lets you draw lines perpen- 
dicular to a horizontal rule. 


Correction fluid—This white-out liquid is invaluable when touching up artwork. 
Remember to use water-base correction fluid when working with photocopies. 


Masking tape—Use this tape to secure artwork to drafting table. 


Crayons, color markers, watercolors—Use these and other media for adding 
color to your PrintMaster creations. 


Cellophane tape—Keep it on hand for life’s little emergencies. 


Kneaded eraser— You can shape this soft, gray eraser into any shape you want. 
Use it to erase pencil marks from original art. 
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If you are interested in learning more about graphic design and layout, 
here are some books you will find useful. They will not only instruct you 
in design techniques, but will also inspire your creative spirit. 
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Procedures. Howard Munce. Cincinnati, Ohio: North Light Publications, 1982. 
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Boston Community Center, 1976. 
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Prentice-Hall, Inc., 1978. 


Layout and Graphic Design. Raymond A. Ballinger. New York: Van Nostrand 
Reinhold Co., 1970. 


Mastering Graphics: Design and Production Made Easy. Jan V. White. New 
York: R.R. Bowker Co., 1983. 


Studio Tips for Artists and Graphic Designers. Bill Gray. New York: Van 
Nostrand Reinhold Company, Inc., 1976. 
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Glossary 


Balance—A design technique in which graphic and text elements are positioned 
according to weight and symmetry. 


Border—A rule, box or pattern placed in the margin and running around 
the page. 


Burnish—The act of rubbing transfer letters or rules onto design. 


Display type—Refers to type that is larger than the text and used for headlines 
and subheads. 


Dry-transfer lettering —Sheets of type available in a variety of fonts that are 
transferred to artwork by burnishing. 


Focal point—The point on a page that the eye fixes on at first glance. 


Font—A collective term for all the characters (letters, numbers, and punctuation 
marks) available in any particular member of a type family. 


Format —The general makeup or arrangement of design elements on a page. 


Grid—A guide or template of columns and rows used to organize the elements 
of design on a page. 


Gutter—The inside margin between the design and the center fold or binding. 


Initial letter— A \arge display letter used for design at the beginning of a block 
of text. 


Inverted pyramid—A layout technique in which text is displayed to create 
an upside-down pyramid or triangle, used to draw the eye into the page. 


Logo—A distinctive signature name or trademark used to represent a company 
or organization. 


Margin—The space between the edge of paper and the design (type or artwork). 


Mechanical—A piece of original artwork, comprised of graphics and type, that 
the printer uses to produce copies. 


Paste-up— The process of fixing type and graphics to paper in order to create 
a mechanical. 


Point—The standard unit used to measure type. 


Ragged right—A layout of text lines in which all lines are not of equal length, 
creating an uneven right-hand column edge. 


192 


Right justification—The process of manipulating the spaces between words 
and letters in order to make text lines of equal length. 


Rule—A line of varying thickness used in graphic design work. 
Sans serif—A character in type that has no serif. 


Serif—The small decorative stroke in typography that is placed on the ends 
of the body of a character. The stroke is usually horizontal. 


Shades —Colors created by adding black to a pure color. 
Tints —Colors created by adding white to a pure color. 


Tint block—A solid area of color applied to page, usually in a geometric 
pattern. 


Type—A general term used to refer to letters, numbers, and symbols that make 
up a printed page. 


Type family—Refers to all the styles and weights available within a typeface. 
Typesetting — The process of mechanically setting type. 


White space—Open space, without text or graphics, on a page. 


UniBrite Products (circle & send check or charge) 


__ PrintMaster Plus - design cards, banners, signs, 
calendars, and stationery. IBM-PC $59.95; Atari St, 
Amiga, Kay Pro II & Apple II $49.95; Commodore 64 
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Here’s what you'll get... 
1—Putting Words Into Type 
Learn how to select and use type in your designs. 
2—Laying It Out with Style 
Discover the tricks of design layout. 
3—Ruling Your Designs 
Learn to use lines to isolate, emphasize, decorate, and link art. 
4— Bordering on Design 
Discover the many ways you can use borders in your design. 
5 —Persuading with Color 
See how you can add color to your designs. 
6—Picking the Proper Paper 
Learn to select the right paper and get the best price. 
7 — Using the Graphic Editor 
Use PrintMaster’s Graphic Editor to alter pre-designed graphics and create original art. 
8— Creating to the Limit 
Open your creative mind to the many unusual things you can do. 
9 —Stationery 
Design interesting business and personal stationery. 
10—Greeting Cards 
Discover how to design unique cards for any occasion. 


11—Posters, Signs, and Handbills 
Learn to design distinctive posters, signs, and handbills that convey your message quickly 
and powerfully. 


12—Ads 
Experiment with writing and designing ad copy on your computer. 


13—Newsletters 
Learn tips for designing a masthead, selecting type, designing a format, arid creating headlines. 
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